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PROGRAM SPECIFICS 


PROGRAM LENGTH 


START DATE 


END DATE 


TOTAL ITEMS 


LOW ITEMS 


MID ITEMS 


HIGH ITEMS 


988009ZZ03 


Source: https://www.i 







PROGRAM CIRCULATIONS 


DIRECT MAIL #1 

1,673,500 

DIRECT MAIL #2 

826,374 

FSI 

58,558,000 

CARTON INSERT 

5,000,000 

RETAIL 

3,959,150 

MAGAZINE 

192,000,000 


Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 

















% OF BRAND SMOKERS 

Relative to its size, Merit Awards attracted more responders than 
any other non-Marlboro promotions. 

36.0% 

3 0.0% 

25.0% 

20 . 0 % 

1 5.0% 

10 . 0 % 

5.0% 

a a<>/. 

S8800SZZ0Z 


CONTINUITY PROGRAM BRAND PENETRATION 
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PROGRAM RESULTS 
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PEOPLE RESPONDING 


ORDERS PROCESSED 


ITEMS ORDERED 


UPCS REDEEMED 


ITEMS PER ORDER 


UPCS PER ORDER 


Source: https://www.i 








AGE/GENDER FOR MERIT JUNE AND MERIT AWARDS 


Merit Awards did a better job of attracting younger smokers than 
Merit June. 
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% OF WEEKLY MAIL RECEIPTS BY MEDIA 


As expected, direct mail accounted for the largest catalog response. 




100 % 


MERIT AWARDS SEPTEMBER: %WEEKLY ORDERS BY MEDIA TYPE 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 




% CUMULAITVE MAIL RECEIPTS BY MEDIA 


All media followed a similar pattern indicating that the surge was 
not generated by the second direct mail. 

MERIT AWARDS: %CUM MAIL RECEIPTS 


•*-PO BOX 8027 -"-CARTON STUFFER -B-FSI -■-DM #2 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 



MALE/FEMALE PERCENTAGES BY MEDIA 


FSIs and Selective Binding attracted a higher percentage of females 
than other media. 


MERIT AWARDS SEPTEMBER 
| B MALE BFEMALE | 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 












AGE PERCENTAGES BY MEDIA 


Retail responders sk ewed younger than any other media vehicle. 


MERIT AWARDS SEPTEMBER 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 




AGE PERCENTAGES BY REGION 


In addition,xetaibeesponders skewed toward Regionl. 


MERIT AWARDS SEPTEMBER 




U Region .A' ■ Region 2 □ Region 3 □ Region 4 B Region 5 
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% CUMULATIVE ITEMS BY UPC GROUP 


All three UPC groups exhibited similar redemption patterns. 


MERIT AWARDS SEPTEMBER: %CUME ITEMS ORDERED BY UPC RANGE 


LOW (20-40) .. -MID (60-70) -HIGH (100-400) 


■« 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 
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AGE/GENDER SURGE/PRE-SURGE ORDERS 

Younger responders waited longer to respond to Merit Awards than 
older responders. 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 



AGE/GENDER SURGE/PRE-SURGE ITEMS INDEX 


The surge in the last three weeks was not attributable to any specific UPC 
group. 
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UPC collection increased steadily after the initial IPO and UPO surge. 
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CUMULATIVE ITEMS ORDERED 


45% of the items were ordered in the last three weeks of the program. 


MERIT AWARDS SEPTEMBER: %CUM ITEMS ORDERED 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 


























WEEKLY % OF ITEMS BY UPC GROUP 


As expected, as the program progressed, High UPC items accounted 
for a slightly increasing share of the items ordered week to week. 


MERIT AWARDS SEPTEMBER: WEEKLY %ITEM MIX BY UPC RANGE 


Blow ( 20 - 40 ) ■ MID ( 60 - 70 ) ■ high ( 100 - 400 } 


PROGRAM 
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B/31/95 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 






























































ITEM RANKING 


The lighter was the most redeemed item. 


Lighter (20) 

Hooded Pullover (125) 

Ballpoint Pen (30) 

Barn Jacket (400) 

Crystal Ashtray (40) 

Women's Watch (100) 

Swiss Army Knife (60) 

Leather Duffle Bag (300) 

Men's Watch (100) 

Leather Planner (70) 

Cable Sweater (200) 

(#UPCS) q 10,000 20,000 30,000 40,000 50,000 60,000 70,000 60,000 90,000 

QUANTITY ORDERED 


MERIT AWARDS SEPTEMBER: ITEM RANKING 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 



MALE/FEMALE RESPONDERS VERSUS BRAND FRANCHISE 


Female responders accounted for a higher percentage of responders 
than the brand franchise. 


MERIT AWARDS RESPONDERS 


MERIT SMOKERS 






■ MALE ■ FEMALE 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 




MALE/FEMALE ITEM INDEX 


Most of the items had equal appeal to both females and males. 


£06 00SIIQZ 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 



CUMULATIVE % NEW RESPONDERS 

63% of all responders had redeemed at least once before the last three 
weeks of the program. 

MERIT AWARDS SEPTEMBER: %CUM NEW RESPONDERS 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 



WEEKLY % NEW RESPONDERS 


As the program progressed, multiple responders accounted for an 
increasing share of the orders received each week. 


MERIT AWARDS SEPTEMBER: 

WEEKLY PERCENT NEW & REPEAT RESPONDERS 
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ITEMS ORDERED 


Multiple responders accounted for 26% of the items ordered. 
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MERIT AWARDS SEPTEMBER: 

SHARE OF RESPONDERS VS. ITEMS ORDERED 


H%RESP. B%ITEMS ORDERED 



NO. OF ORDERS SUBMITTED 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 







ORDERS PER RESPONDER 

Younger responders ordered less often,... 




Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 











UPCS PER RESPONDER 


...and with fewer UPCs than older responders. 


MERIT AWARDS SEPTEMBER: UPCS/RESPONDER 
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ITEMS PER RESPONDER 


However, younger responder ordered more items than 55+ responders. 




MERIT AWARDS SEPTEMBER: ITEMS/RESPONDER 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 









RESPONSE VERSUS SDI 


There is little correlation between Merit Awards response and SDI 


MERIT AWARDS SEPTEMBER: RESPONSE INDEX BY MARKET 
■■Ml RESPONSE INDEX -■-SDI 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 








RESPONDERS BY REGION 


Region 4 accounted for more than its fair share of responders. 



MERIT AWARDS SEPTEMBER: 
RESPONDERS VS. ITEMS ORDERED BY REGION 


■ -/.RESPONDERS H% OF MERIT SMOKERS 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 






ORDERS PER RESPONDER 


While there is little difference in the number of orders the average 
responder submitted in any region,... 

MERIT AWARDS SEPTEMBER: ORDERS/RESPONDER 



REGtONI REQI0N2 REGION3 'REGION* REGIONS 
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Source: https://www.industrydocuments.ucsf.edu/docs/qhmn0004 




UPCS PER RESPONDER 


...Region 4 responders redeemed more UPCs per responder than any 
other region. 


MERIT AWARDS SEPTEMBER: UPCS/RESPONDER 
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ITEMS PER RESPONDER 
Region 1 responders redeemed for fewer items than any other region. 


MERIT AWARDS SEPTEMBER: ITEMS/RESPONDER 
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